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This document serves as a guideline for all Business Development Personnel to e�ectively 
apply selling techniques & tools in order to achieve sales objectives and pro�table growth. 
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under any circumstances.
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You have chosen to make a career with the industry leading provider of professional and accountable 
janitorial, maintenance, concierge/front desk and security services across the Northeast and Mid-Atlantic 
regions. Your journey with Planned Companies, and speci�cally within the important area of business 
development, is about to begin!

At Planned Companies, we have a commitment to ensuring our team enjoy and succeed in their chosen 
careers.  For this to happen, you need to be fully informed and trained about our company and service 
lines.

Information and knowledge is power in the hands of a strong sales professional.  Without information you 
cannot sell!!  We want you to enjoy your chosen career, but you will only enjoy selling if you become 
knowledgeable and skilled as a professional business development representative.

As a Planned Companies Director of Business Development (DBD) you will need to know various details 
about sales procedures, our policies and our reporting structure. This information will help bolster your 
sales prowess, and it will make you a de�nitive expert and resource to our clients.

INTRODUCTION
This manual will assist you in delivering the expected level of service and serve as a reference 
tool for everyday use.  It describes our “go to market” practice and serves as the reference doc-
ument for all business development personnel when dealing with our customers.

The purpose of this document is to assist and enable us to apply the best selling practice in 
order to:

o Have an e�ective utilization of sales resources
o Standardize best practices across our business development team
o Achieve our predetermined sales incentive quotas

OBJECTIVE
The objectives of this selling manual are to:

o Provide you with a guideline to Planned Companies sales procedures.
o Assist the business development team to achieve their respective sales objectives 
o Develop a cohesive game plan for all parties responsible for creating new business  
 opportunities within and throughout the Northeast and Mid-Atlantic Regions for  
 Planned Companies.
o The plan should be viewed as a living document to provide a sphere of in�uence for  
 business development reviewed and updated bi-annually by the EVP of Business  
 Development and Executive Level Team (ELT).



HISTORY OF PLANNED COMPANIESHISTORY OF PLANNED COMPANIES

Planned Companies has a proud history in the contract manpower and building maintenance industry.  
Through the ownership and operations of predecessor companies, All State Cleaning Contractors, 
Atlantic Window Cleaning Company and Atlantic Building Maintenance Corporation, we have been a 
consistent leader in the service industry since 1898.  We are proud to be providing quality service to our 
customers for over 100 years!

Our subsidiary companies, Planned Building Services, Planned Security Services and Planned Lifestyle 
Services, combine the technical skills and experience of key personnel associated with the former com-
panies. This expertise combined with the strong management and leadership skills of our current orga-
nization team make Planned Companies a force within the building services industry.  Through our 
dynamic management structure and a modern approach to personnel management, we emphasize 
customer service and satisfaction.  Our dedicated management and experienced personnel exemplify 
the best that the service industry has to o�er.
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PLANNED BUILDING SERVICES
Planned Building Services, Inc. led by Executive Vice President, Astrit (Tony) Gorana, is an 
industry leader, providing the highest quality janitorial and maintenance services. 
Planned’s mission is to make buildings cleaner and healthier for the tenants, residents, 
and communities we proudly service. The janitorial services and maintenance programs 
incorporate comprehensive, cost-e�ective building solutions for residential, corporate, 
retail and commercial properties.

Janitorial service includes, but is not limited to, porters/matrons, handymen, superinten-
dents, engineers and 24-hour emergency crews, which are o�ered throughout the North-
east and Mid-Atlantic. When looking for e�cient and reliable janitorial companies, pro-
fessionals have come to rely on Planned Building Services.

At Planned, we are focused on enhancing our customer relationships and providing 
added value to the properties we serve. We o�er our clients various building cleaning 
services and powerful sustainability tools and information to drive communication, raise 
worker productivity and measure the success of the janitorial/maintenance program.

From general maintenance to carpet cleaning to post-construction clean-up, Planned 
Building Services has all our clients commercial and residential cleaning services needs 
covered. Our policy is to be genuinely caring and accountable – responsive and reliable – 
for our valued clientele (internal and external). Through this policy, PBS has developed 
long-term business relationships. The company and its employees take great pride in 
delivering quality work to our customers. This contributes to the company's remarkable 
client retention and growth rates.



HISTORY OF PLANNED COMPANIES
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PLANNED SECURITY SERVICES
Planned Security Services, Inc. headed by Executive Vice President, Dino Iuliano, serves the 
residential and commercial security needs of customers across the Northeast and Mid-At-
lantic – Connecticut, New York, New Jersey, Pennsylvania, Maryland, Virginia, and Washing-
ton D.C. Unlike most large-scale security companies, Planned Companies’ customized secu-
rity solutions are tailored to �t each of our clients’ unique requirements, with the common 
objective of keeping properties and communities safe. 

In addition to providing security guard personnel for residential and commercial proper-
ties, Planned Security Services also o�ers our clients vehicle and foot patrols, guard house 
security, �re watch services, gated community security, temporary and special event secu-
rity, and access control programs. 

To better serve each of our 500+ clients, Planned Companies has o�ces in Parsippany, NJ, 
Long Island City, NY, Philadelphia, PA, and Lorton, VA. When it comes to dependable securi-
ty companies, industry professionals know they can trust the sta� at Planned Companies. 

PLANNED LIFESTYLE SERVICES
Planned Lifestyle Services headed by Executive Vice President Dino Iuliano, caters to the 
concierge, front desk, and doorman needs of our residential and corporate clients across 
the Northeast and Mid-Atlantic regions – Connecticut, New York, New Jersey, Pennsylvania, 
Maryland, Virginia, and Washington D.C. When comparing high quality concierge compa-
nies, it’s easy to see why businesses choose Planned Companies.

We maintain a sta� of motivated, knowledgeable, and professional Lifestyle associates that 
provide our clients with a one-of-a-kind experience. All of our concierge, front desk and 
doorman associates are carefully screened, trained, diligently supervised and are selected 
based on levels of integrity, customer service, experience and more. Additionally, all of our 
associates are insured, bonded, uniformed and display identi�cation at all times.

Planned’s associates undergo constant training and analysis to ensure they perform at the 
highest levels, providing our clients with �rst-rate concierge service. Additionally, our Life-
style division operates with the Planned Access 24 system and Planned Automated Work-
�ow – our online management systems.

Planned Lifestyle Services is committed to providing its clients with the unparalleled 
customer service they expect and deserve. To better serve each of our 500+ clients, 
Planned Companies has o�ces in Parsippany, NJ, Long Island City, NY, Philadelphia, PA, and 
Lorton, VA. We represent dependable concierge companies that the Northeast and Mid-At-
lantic area businesses have come to rely on.

(cont.)
HISTORY OF PLANNED COMPANIES



PLANNED DIFFERENTIATORSPLANNED DIFFERENTIATORS
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PROFESSIONAL DEVELOPMENT CENTER (ORACLE)
ORACLE, our Real Estate Service & Professional Development Center, is a 2,000 square foot 
state-of-the-art facility located at our NJ headquarters o�ce.  It will provide our associates 
with meaningful and relevant education and training on green cleaning and maintenance, 
concierge/front desk procedures as well as basic mechanical and emergency functions used 
for elevator, landscaping, pool, roof and HVAC maintenance.  Our mission is to elevate our 
services, by deepening our collective understanding of basic building functions to enhance 
safety and asset value to those we cover in the industry.

SCHOOL OF PROFESSIONAL DEVELOPMENT
The online School of Professional Development provides an array of educational content, 
resources, assessments and live, instructor-led webinars.  Associates are able to learn at their 
own pace, track their progress and take advantage of an on-line reference library.  In addi-
tion to a core curriculum, career development paths are o�ered to provide a step-by-step 
approach to career advancement.  The content of each career development path will be 
customized to meet the requirements of a particular specialty within the real estate man-
agement and services industry.

PLANNED ACCESS 24
Associates checking-in and checking-out from a remote location utilize an interactive voice 
response system to capture and validate associate IDs.  Similar to a time clock system, the 
self-service process is achieved through IP telephony technology transparently linked to a 
back-end time & attendance database.  Data captured and validated during a call-in process 
is immediately accessible through a secure, web-based interface to monitor real-time time 
card information as well as communication devices.

Escalation alerts have been custom-designed to a strict work�ow processing model which 
monitors and triggers alerts by a robot watchdog process.  Alerts are triggered one-minute 
after the scheduled start time if the associate does not check-in on time and the Site Manag-
er is noti�ed via a text or email message sent to their cell phone within seconds.  If the initial 
Manager noti�ed does not respond within the permitted timeframe, the robot process 
escalates the issue to the next person(s) on the pre-de�ned escalation call list.  If the alert is 
not addressed within an acceptable timeframe again, an alert text/email message is escalat-
ed to the Executive Vice President.



GO GREEN INITIATIVEGO GREEN INITIATIVE

Planned Companies began its “Go Green” initiative in response to our customers’ feedback regarding 
interest in a clean, safe and healthy environment that takes into account growing environmental and 
sustainability concerns.  We’ve implemented new cleaning systems and introduced Green products and 
programs.

We have also obtained accreditation and project certi�cation in The Leadership in Energy & Environmen-
tal Design (LEED) Green Building Rating System sponsored by the U.S. Green Building Council (USGBC).  
This system encourages the adoption of sustainable green building and development practices.  LEED 
Professional Accreditation and Project Certi�cation indicate a thorough understanding of green building 
principles and practices.

Planned’s “Go Green” initiative o�ers our clients the capability to deliver speci�c credits required to 
obtain LEED certi�cation, taking the burden o� of ownership groups and management personnel.  These 
credits include:

SALES PERFORMANCE
o Energy & Atmosphere
o Sta� Education (1 Point)
o Building Systems Maintenance (1 Point)

MATERIALS AND RESOURCES
o Sustainable Cleaning Products & Materials (1–3 Points)

INNOVATION IN UPGRADES, OPERATIONS & MAINTENANCE
o LEED Accredited Professional (1 Point)

INDOOR ENVIRONMENTAL QUALITY - GREEN CLEANING
o Entryway Systems (1 Point)
o Low Impact Environmental Cleaning Policy (1 Point)
o Low Impact Environmental Cleaning Equipment Policy (1 Point)
o Low Impact Environmental Pest Management with Aligned Service Provider 
 (1–2 Points)
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GO GREEN INITIATIVEGO GREEN INITIATIVE

PLANNED’S “GO GREEN” INITIAL BENEFITS
o LEED Certi�cation credit delivery
o Recognition as a leader in sustainable building practices
o 95% EPA approved green cleaning products and equipment
o Knowledgeable service providers
o Reduction of allergens
o Reduction of contact with toxins and corrosive chemicals
o Improved indoor air quality
o Healthier environment for customers and service providers
o Increased quality of life for residents and tenants
o Cost e�ective, professional and environmentally conscious service delivery
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Planned’s “Go Green” initiative is our commitment to ensure healthier and safer environments for our 
customers and service providers.  Green cleaning has been found to reduce the risk of exposure for 
building occupants and janitorial/maintenance associates to potentially hazardous chemical, biological 
and particle contaminants.  We have selected a range of cleaning products that are approved by the 
Environmental Protection Agency (EPA).  These EPA approved products have replaced 95% of our current 
products.  These “green” cleaning products and equipment will not only enhance residents’ and tenants’ 
quality of life, but also improve the return on investment for property owners.

(cont.)



1. ASSOCIATE RECRUITMENT AND SCREENING
A professional organization whose expertise is in the building services �eld (janitorial, maintenance, 
concierge, doorman, security) and will have the resources to recruit and screen all personnel. Back-
ground checks; Hire for Attitude; accessibility and availability of quali�ed personnel.

2. ASSOCIATE TRAINING/PRODUCTIVITY
OSHA Safety Training, SORA state mandated protocols, automated systems and logbooks for building 
services (such as packages, keys, dry cleaning, contractors, visitors, etc.), work order systems, etc., are all 
designed and implemented (with management) through a professional outsourced organization. Build-
ing sta�, trained by a professional organization, will be more productive and e�cient in providing the 
consistency and quality of services required by the association.

3. ASSOCIATE SUPERVISION & 24/7 RESPONSE
A professional services organization will supervise their personnel. This will occur during the day, at 
night, on weekends, etc., ensuring that the standard for concierge/doorman, security and janitorial/-
maintenance services are maintained in a consistent and accountable manner. It will keep associates 
alert and aware that at any time, management can and will be watching. In addition, outsourced organi-
zations can have the resources to immediately respond to a building emergency with wet/dry vacuums 
and other equipment if there is a �ood, or building related emergency.

4. REDUCED LIABILITY
All personnel are associates of the outsourced organization. Each and every associate is screened, 
bonded and insured by that company. Issues such as workers compensation and liability rest with the 
outsourced company – which is a huge bene�t to management/associations and reduces considerable 
risks and potential expenses.

5. REDUCED COSTS/SAVINGS
Utilizing professional companies allow management to focus on other core functions for their proper-
ties and/or communities, including resident satisfaction and retention, budgets and �nancials, etc. This 
saves the much needed commodity of time, which in turn, saves money. In addition, all costs associated 
with the above items (ads for associate recruitment, overtime to cover absenteeism, training, supervi-
sion, workers compensation, payroll administration, HR, etc.) are all savings passed on to the association.

         •   Reduce Labor Costs: Hiring and training sta� for positions can be very expensive. 
    Replacing ine�ective or non-productive individuals becomes almost impossible. 
 Outsourcing allows you to focus resources where you need them most.

         •   IT COMES DOWN TO FINANCIAL RESOURCES (TIME & MONEY): An in-house 
 operation can work if management has the time to dedicate to recruiting, screening, 
 training and supervising all building personnel, and implementing and enforcing (and 
 reinforcing) work schedules and building requirements. When an individual leaves (for 
 sick days, vacation days, jury duty or another position, or is let go), the management 
 company is responsible for �nding his/her replacement which results in productivity 
 issues and overtime.

OUTSOURCINGOUTSOURCINGBENEFITSBENEFITS of
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PLANNED COMPANIESPLANNED COMPANIESTHE DBD ROLETHE DBD ROLE in
Planned’s success as a company is directly related to the e�ectiveness of the Business Development 
Team.  As a member of the Business Development Team you have a crucial role which the health and 
progress of our growing organization.

All this may seem an incredible responsibility. It is!!  But selling can also be a lot of fun.  It is a challenge to 
manage your sales territory e�ectively, and a great satisfaction to achieve your goals and objectives by 
using your acquired knowledge.

Your main responsibilities are related with the following areas:

SALES PERFORMANCE
o Achievement of agreed sales target/objectives for the de�ned territory/accounts   
 which are set by the EVP of Business Development
o Attend Industry related trade shows as set forth by the marketing team. Participate 
 and get involved as well!
o Maintain CRM reporting standards on a weekly basis to ensure accurate information 
 is reported in your pipeline
o Ensure the operations team provide an appropriate service to the customers by    
 providing accurate information throughout the bid process
o Accurately forecast projected sales wins ninety (90) days out
o Maintain good relationship with customers 
o Follow sales process from �rst call through new customer implementation
o Meet assigned sales quotas for the year and track accordingly on a monthly basis

SERVICE LINE PERFORMANCE
o Ensure brand presence of Planned Companies service lines in your territory
o Check that all service line contracts are priced correctly before submittal to client
o Keep up to date with any state and federal regulations that may a�ect the pricing 
 or legal verbiage in our contracts
o Apprise our prospective customers of changes to a particular service line that may 
 a�ect them in the future

COMPETITOR/MARKET INFORMATION
o Complete and update annually a * SWOT analysis of competitors that directly 
 a�ect our business
o Analyse market trends such as pricing, new o�erings within the various service 
 lines that a�ect our competitive balance and any industry related trend
o Know your competitors strengths and weaknesses so that you can anticipate 
 questions and invite comparisons where we have a strong di�erentiation
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PLANNED COMPANIESPLANNED COMPANIESTHE DBD ROLETHE DBD ROLE in

NETWORKING
o Make our Planned Companies presence felt within targeted associations 
 (list provided by marketing)
o Attend industry functions (happy hours, annual launches and luncheons)
o Forge strong relationships within FirstService Residential a�liated partners
o Explore relationships within designated networking groups such as 
 BDA and Accelerent

REPORTING
o Maintain * TOP 50 Prospect Account listing 
o Update weekly your * Sales Activity Tracker 
o Update customer information in the CRM system
o Prepare and send * expense report by end of each month 
o Submit * Weekly Sales Activity Report to EVP of Business Development
o Tracking of weekly calls and proposal generation 
 *See BD Weekly Expectation Document 
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(cont.)



As part of your day to day sales functions, you will utilize various tools that will keep you focused on 
your goals for the territory. You should view your territory as a subsidiary of Planned Companies. The 
tools in this section will help to ensure that you are relaying consistent information to our prospec-
tive clients. These items will also give you the con�dence that you are prepared for each client 
engagement.

TERRITORY MAPPING
•   You will need to pick 5 main focus areas within your territory that you will target for business 
    opportunities
•   The areas chosen will be tracked according to your Sales Activity Tracker to measure the 
    success/non-success of your monthly call log
•   At the end of each month, the EVP of Business Development will review and make 
    recommendations based on the level of proposal generation attributed to each targeted area

SALES SCRIPTS
•   Your supervisor will help you to construct sales scripts that you will utilize in setting up 
    appointments   
•   You will have script templates for each respective vertical that you will pursue in your 
    respective territory i.e. residential, restaurants, commercial/corporate, etc.
•   Your sales scripts will help you to relay the relevant information while attempting to 
    procure an appointment in an e�cient and e�ective manner
•   You will construct e�ective email solicitations to procure an appointment

TALK TRACKS
•   You will review with your supervisor certain talking points that are consistent throughout 
    most sales calls. The structure of key discussion points are talk tracks.
•   You will role play with various Planned Companies personnel to hone your knowledge and 
    skill at communicating our value. By practicing you will gain a level of consistency in relaying 
    our talk track information.

OVERCOMING OBSTACLES
•   You will practice overcoming objections from gatekeepers that serve to prevent you from 
    meeting with your intended target.
•   Your supervisor will show you how to anticipate client obstacles during a sales call and 
    prepare you to “counter punch” to advance past the obstacle.

PRESENTATIONS
•   You will be armed with a general presentation that you can utilize to address various 
    sized audiences.
•   The Planned Companies “APP” will be available for you to access with your 
    prospective clients. This will be a powerful tool to visually represent our service 
    o�erings and value proposition.
•   For advanced presentations, you will engage the marketing team to cater a 
    presentation based on your speci�c client information

DAY      DAY ORGANIZATIONDAY      DAY ORGANIZATIONto
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SALES PROCESSSALES PROCESS
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The Sales process is described in three main steps:

PRE-CALL PLANNING AND PREPARATION
To ensure you achieve your sales objectives, you must plan out how you will achieve them. An e�ective 
planning process takes the guess work out of mapping your success from pre-call to closing and 
hand-o� of the account to the operations team. (See Pre-Call Planner form document on CRM)

It is extremely important that you use the time spent with the customer constructively. Therefore, being 
e�ectively prepared in what you present regarding our service lines becomes very important if you are 
to achieve your sales objectives.

Pre-Call
Planning and
Preparation

Site Tour
and Proposal

Generation

Proposal
Follow-Up
and Close

PRE-CALL PLANNING
1. Know what clients we have in the immediate area. This lends credibility and   
 experience to the call.
2. Research the prospective client via website. Know what services they have on site.
3. Research board community minutes. They may have future initiatives available.
4. Find out through CRM if our FirstService Residential a�liates may have pitched   
 other services to your prospective client. (look this up through the “property”   
 section)
5. Construct an agenda of topics that you would like to discuss with the prospective  
 client. Have the agenda available to hand to the client when appropriate. This   
 document keeps the client, as well as you, on topic throughout the call.
6. Map out your route for “cold walks”. Don’t think “an area”. Think “speci�c buildings”  
 in an area ahead of going.
7. Stick to your “Top 50 Prospect” list. This keeps you focused, and you can always   
 update the document.



SALES PROCESSSALES PROCESS
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SITE TOUR & PROPOSAL GENERATION
this section will go over the steps that are crucial to the initial site tour and proposal process. To assist 
you in achieving your overall objectives the following approach is required:

APPOINTMENT PREPARATION
To be successful, you must plan what you are going to do before you walk in to see your 
client. Before you speak with the client, set clear objectives that you can measure your 
success against at the end of the appointment.  Write them down and cross them o� as you 
cover them with the prospective customer.  

Remember: “If you go in with nothing and come out with nothing, then you have achieved 
nothing”.

Appointment Requirements
It is imperative that you are fully prepared with the right tools to achieve your planned 
objectives. Checklist:

 Pre-Call Planner
 Marketing Collateral (sales folders, pamphlets, etc.)
 Business Cards 
 Folder with pen and paper to take notes
 Phone on vibrate
 Phone on camera available to take pictures for impromptu site tours
 Initial Site Assessment Form (ISA)
 Agenda for call

(cont.)

INITIAL SITE ASSESSMENT - ISA
o Complete the ISA form within 24 hours after the tour for submittal to the   
 following:
          EVP of Business Development
          Proposal Specialist
          Executive Director
o Take thorough pictures of the site and download them to our Flickr.com   
 account.
o Complete the yellow sheet for the pricing of the opportunity.
o Provide any Scope of Work available from the client.
o Forward any (RFP) Request for Proposal information provided by the client.



SALES PROCESSSALES PROCESS
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PROPOSAL FOLLOW-UP AND CLOSE
Once you have delivered the proposal, you should not assume that the client will contact you for next steps. 
You should take the necessary steps to keep our proposal in the forefront of the client’s mind. Some addi-
tional steps will help the client remember your key di�erentiators and improve your chances of success. 

PROPOSAL PROCESS
o Track the progress of the proposal to ensure that the Proposal Specialist will meet   
 the deadline set by you on the ISA.
o Cater the * “Proposal Supplement” to the speci�c customer. 
o Check all references to ensure that they are current and in good standing.
o Double check that the information on the proposal re�ects the approved pricing   
 from the yellow sheet.
o Hand-deliver the proposal and supplemental information whenever possible. This   
 step increases the close percentage of your proposals.

(cont.)

FOLLOW-UP STEPS
o Send a “Fight Letter” detailing our desire to win the business. This reiterates our 
 di�erentiators and asks for their business again.
o If your relationship is strong, o�er to help prepare the contact’s presentation to 
 the board or  decision maker meeting.
o Continue the touch points on a weekly basis until they discourage your friendly 
 inquiries.

CLOSING AND OPERATIONS HAND OFF
Congratulations! You have e�ectively closed the business at this point. The next step in the pro-
cess is to seamlessly transition the closed account to the operations team. It’s your duty as a DBD 
to help the operations team successfully implement our program on the client site. The following 
steps are your responsibility and will serve to close out the sales process for your won opportuni-
ty:

o Once you have been noti�ed of the “win”, you need to move the signing of the contract  
 process forward. Make sure that you make every e�ort to get the signed contract before  
 the start date of the closed account.  Ideally, signed contract is in hand prior to start.
o Whenever possible, strive to get at least a 30-day implementation schedule for an 
 e�ective start-up. There are exceptions, but try not to make a shorter time frame the norm.
o Set-up dates with your contact to meet with the operations team to discuss the imple-  
 mentation schedule.
o Attend the site start up with the operations team. Graciously notify the client that you will  
 be leaving them in good hands with the operations team and that your role will diminish  
 from this point on.
o Follow-up with the client a week after and a month after the start date to “check in” on the  
 process. 



EXPENSES
These are to be written out in duplicate (one copy to be sent to the Sales Support and one copy as a 
record). The original invoices and the expense form must to be sent to Sales Support by the end of each 
month.

All expenses claimed for under expense sheets must be supported by receipts.

SOURCE MATERIAL AND FORM DOCUMENTS
The documents listed below will serve as a reference for your training. These documents will serve to 
guide you through the various procedures necessary for success as a DBD at Planned Companies. 
These documents will be distributed by your Supervisor during the sales training process. They are as 
follows:

&EXPENSES, SOURCE MATERIAL       FORM DOCUMENTSEXPENSES, SOURCE MATERIAL       FORM DOCUMENTS

•  Sales Talk Tracks

•  E�ective Meeting Set Up

•  SWOT Analysis

•  TOP 50 Call List

•  Sample Expense Report

•  Initial Site Assessment Form

•  1st Appointment Cheat Sheet

•  Competitive Edge Di�erentiators

•  BD Weekly Expectations

•  Pre-Call Planner

•  Planned Sales Process

•  DBD On Boarding Plan

•  Sales Due Diligence Checklist

•  Initial Site Assessment Form

•  Weekly Call Report & Activity Tracker

•  Conference Event Procedures

•  Overcoming Objections

•  Sample Sales Scripts

•  Sample Email Solicitation
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